The moderating effect of perceived value on the effect of Lithuanian rural tourist satisfaction to loyalty (behavioural and attitudinal) is being analyzed in the article. The positive effect of tourist satisfaction to loyalty is widely analyzed and discussed in scientific literature. Nevertheless, this effect is considered as complex due to the possibility of other variables' moderating effect. Tourist's perceived value may be regarded as such variable. Scientific researches about the moderating effect of perceived value in a framework of rural tourism in Lithuania is weak; therefore, the analysis of the interaction effect between tourist satisfaction and loyalty is relevant. Furthermore, as tourist loyalty is composited from behavioral and attitudinal loyalty, the moderating effect of perceived value may differ regarding these approaches. The aim of this article is to determine the interaction effect between Lithuanian rural tourist satisfaction and loyalty (behavioural and attitudinal) regarding perceived value as a moderator variable. While achieving the aim of the article, quantitative questionnaire research and the analysis of the research results using structural equation modelling are applied. As a research result, the interaction effect of Lithuanian rural tourist satisfaction to loyalty is determined and the moderating effect of perceived value is assessed.
Introduction
Relevance of the research. The relation between customer satisfaction and loyalty is widely analyzed in scientific literature. Despite the variety of researches where satisfaction was found to be an antecedent of customer loyalty (Rufín, 2012) , considering the complexity of the interaction between satisfaction and loyalty, several studies have attempted to take a deeper look at this relationship by considering the extent to which other variables might have a moderating effect on this relationship (Gonçalves, 2012) . Few researches discuss the triad of Perceived ValueSatisfaction -Loyalty as more reflective phenomenon (Callarisa Fiol, 2009; Hur, 2013; Peña, 2012) . However, B. Velázquez et al. (2009) suggest that when it comes to tourism, the definition of customer loyalty differs; moreover, same measures for generating repeat purchases that work for many products and services do not work. Furthermore, H. Zhang et al. (2014) argue that tourist loyalty is composited from behavioural loyalty, which is reflected by intention to revisit, and attitudinal loyalty, reflected by intention to recommend. Consequently, relations between satisfaction, perceived value, attitudinal loyalty and relations between satisfaction, perceived value, behavioural loyalty may differ and this makes the triad of Perceived ValueSatisfaction -Loyalty even more complex phenomenon. Therefore, the problem analyzed in the article is: what is the interaction between Lithuanian rural tourist satisfaction and loyalty (behavioural and attitudinal)? and what is the moderating effect of perceived value to this interaction?
The object of the research is the interaction effect between tourist satisfaction and loyalty (behavioural and attitudinal) regarding perceived value as a moderator variable.
The aim of the research is to determine the interaction effect between Lithuanian rural tourist satisfaction and loyalty (behavioural and attitudinal) regarding perceived value as a moderator variable.
Research methods. Achieving to determine the relations between satisfaction, loyalty, and perceived value in tourism industry regarding Lithuanian rural tourists, there was empirically substantiated that both, satisfaction and perceived value affect tourist loyalty (behavioural and attitudinal); additionally tourist perceived value moderates the effect of satisfaction on loyalty (behavioural and attitudinal). Questionnaire research was provided to obtain Lithuanian rural tourists' valuations of latter variables. Structural equation modelling (SEM) using partial least squares (PLS) path modelling methodology was applied for statistical analysis.
Scientific substantiation
As there is increased competition for tourists (Artuğer, 2013) , achieving to be successful, a thorough analysis of tourist loyalty and its antecedents is very important (Jurdana, 2012) . Therefore, two antecedents of tourist loyalty are taken under consideration in this research: satisfaction and perceived value.
While analyzing different models of Customer Satisfaction Indexes, X. Yang and P. Tian (2004) argue that talking about the relationship between customer satisfaction and loyalty, some researcher suggested perceived value is much more significant than satisfaction. Perceived value concerns the "value-for-money" aspect as the customer experiences it. It is seen to be affected by perceived quality as well as by expectations (Bayol, 2000) . On the other hand, W. Hur et al. (2013) argue that customer satisfaction leads to customer loyalty, while lowering price consciousness.
Scientific literature suggest that customers' value perceptions seem to drive their future behaviour: repurchase intentions and word-of-mouth referrals (MingYuan, 2014) . However, many other researchers consider latter behaviour as consequences of customer loyalty (Dick, 1994; Juščius, 2006) . Furthermore, revisit inten-tion and recommendations to others are the most commonly used measures for tourist loyalty and precisely these variables reflect behavioral and attitudinal loyalties, of which the complete tourist loyalty is composed (Zhang, 2014) . Customer perceived value results from an evaluation of the relative rewards and sacrifices associated with the offering (Hsin Hsin, 2009) . Moreover, according to W. Ming-Yuan et al. (2014) , perceived value is an essential factor to the level of satisfaction: the concepts of perceived value and satisfaction are mostly similar and easily confused when discussed. Thus, satisfaction and perceived value are two complementary yet distinct constructs.
As it was mentioned in our previous studies (Grigaliūnaitė, 2014a) , in the largest part of customer satisfaction research methodologies (e.g. American Customer Satisfaction index, European Customer Satisfaction index, Norwegian Customer Satisfaction barometer, Swedish Customer Satisfaction barometer, etc.), as well as in the tourists satisfaction researches (Mat Som, 2011; Salleh, 2013) , the main consequence of satisfaction is considered to be loyalty to the destination. Moreover, the study of C. Hsin Hsin et al. (2009) substantiates the influence of the degree of customer perceived value to interfere with the relationship between customer satisfaction and customer loyalty, making a background for further studies.
Research methodology
Endeavouring to make deep analysis of the relations between satisfaction, loyalty, and perceived value in tourism industry regarding Lithuanian rural tourists, there was hypothesized that loyalty is composited from the attitudinal loyalty, which is reflected by intention to recommend and behavioural loyalty, which is reflected by intention to revisit. Furthermore, both satisfaction and perceived value affect loyalty (behavioural and attitudinal) ; additionally perceived value moderate the effect of satisfaction on loyalty (behavioural and attitudinal) (Hsin Hsin, 2009) (Fig. 1) .
Fig. 1. The hypothesized model
Consequently, the structural model, linking tourist satisfaction and behavioural and attitudinal loyalty with perceived value moderating these relationships, could be written in the standardized form (1, 2):
Behavioural Loyalty = β1 Satisfaction + β2 Perceived Value + β3 Satisfaction * Perceived Value (1)
Attitudinal Loyalty = β4 Satisfaction + β5 Perceived Value + β6 Satisfaction * Perceived Value
The determinants of tourist satisfaction and perceived value are excluded from the analysis regarding the aim of the research.
Consequently, by partially differentiating equations 1, 2 with respect to satisfaction, the impact of satisfaction on behavioural and attitudinal loyalty could be attained (3, 4):
The research is based on the previously elaborated theoretical Lithuanian Tourist Satisfaction Index (LTSI) model and Lithuanian Rural Tourist Satisfaction Index (LRTSI) model (Grigaliūnaitė, 2014b) . The manifest variables of the corresponding latent variables formed a questionnaire for respondents' evaluations (the questionnaire is available from the authors upon request). The survey was conducted in January and February, 2014; 10-point evaluation scale was applied for the questionnaire. Random sampling method was applied for the determination of sample size; research precision was ± 5 percent. Consequently, sample size was 200 respondents. 27 percent of male and 73 percent of female participated in the survey.
Structural equation modelling (SEM) using partial least squares (PLS) path modelling methodology is applied for statistical analysis.
Analysis of the research results
Perceived Value, Satisfaction, and Loyalty evaluations' model is provided in Fig. 2 . Low evaluations of perceived value and satisfaction indicate frustrated tourist. Low evaluations of satisfaction, but average evaluations of perceived value and vice versa indicate that tourist is satisfied. With the average evaluations of satisfaction and very high evaluations of perceived value or high evaluations of satisfaction and average / high / very high evaluations of perceived value tourist is considered as loyal to the rural destination. With the very high evaluations of satisfaction as well as perceived value tourist remains satisfied and this create the phenomenon of the relations between satisfaction -perceived value -loyalty regarding Lithuanian rural tourists. Table 1 . All outer loadings are higher than 0.8. As a result, manifest variables of measurement model were identified as reliable. Measurement model obtained discriminant validity at two criteria. In view of the first criterion, the lowest value of was found greater than the latent construct's highest correlation with any other latent construct. In view of the second discriminant validity assessment criterion, all manifest variables' loadings of their corresponding latent variables were higher than its' cross loadings.
The sufficient degree of convergent validity of reflective constructs indicated by AVE values is high above 0.5. Values of Composite Reliability and Cronbach's Alpha are obtained higher than 0.7 and this displays the internal consistency reliability of reflective constructs. Consequently, the reflective measurement model was considered as reliable and valid with reference to discriminant validity, convergent validity and internal consistency reliability. Values of communality are greater than 0.5; hence the quality of the measurement model for each block is sufficient. R square values of endogenous latent variables in the structural model are substantial (Table 2) . Evaluating cross-validated redundancy measure for the endogenous latent variables, the chosen omission distance d was 7 (200 / 7 ≠ integer). Cross-validated redundancy values (Q 2 ) for endogenous latent variables are above zero (Table 3) . Consequently, structural model is assessed as displaying predictive relevance. Six path coefficients, shown in Table 4 , are statistically significant. Perceived value directly positively statistically significantly influences intentions to recommend as well as intentions to revisit and this substantiates the fact that H3 and H4 are accepted. Satisfaction directly positively statistically significantly affects intentions to recommend as well as intentions to revisit. Thus, H1 and H2 are accepted.
Despite this, the values of coefficients β3 and β6 are negative (respectively -0.0731 and -0.0794) and statistically significant (T Statistics > 1.96). Accordingly, H5 and H6 are accepted. Moreover, one standard deviation increase in perceived value will not only affect intention to recommend by 0.46 and intention to revisit by 0.27, but it would also decrease the impact of satisfaction to intention to revisit from 0.581 to 0.507 and from satisfaction to intention to recommend from 0.421 to 0.342.
Consequently, these results imply that with higher levels of perceived value, the impact of satisfaction on loyalty (attitudinal and behavioural) is lower. The elaborated model with the moderating effects of perceived value is provided in Figure 3 . Satisfaction and perceived value are influenced by their determinants. Latter variables influence tourists' intentions to revisit rural destination. The effect of satisfaction on intentions to revisit is higher in comparison with the effect of perceived value. Furthermore, perceived value decreases the impact of satisfaction to intentions to revisit. Nevertheless, latter effect of satisfaction on intentions to revisit remains higher in comparison with the effect of perceived value.
Tourists' intentions to recommend are also affected by satisfaction and perceived value. Despite this, contrary to intentions to revisit, perceived value has a higher effect on tourists' intentions to recommend in comparison with the effect of satisfaction. Moreover, perceived value decreases the impact of satisfaction to intentions to recommend. Additionally, the interaction effect is higher for the variable intentions to recommend. Consequently, perceived value has considerably higher influence on tourists' intentions to recommend than satisfaction has and satisfaction has considerably higher influence on tourists' intentions to revisit than perceived value has.
Fig. 3. The moderating effect of perceived value
The research results imply that for the Lithuanian rural tourist the higher level of perceived value makes the level of satisfaction less important, meaning that perceived value may compensate the perceived disadvantages in the factors that affect tourist satisfaction. Moreover, perceived value has higher influence on Lithuanian rural tourists' intentions to recommend in comparison with the influence of satisfaction on the latter variable. Furthermore, satisfaction has higher influence on intentions to revisit in comparison with the influence of perceived value on latter variable. Consequently, taking into consideration the fact that complete tourist loyalty composites of both (behavioural and attitudinal loyalty), it could be stated that both satisfaction and perceived value must be managed adequately.
Conclusions
1. Analyzing the relationship between customer satisfaction and loyalty, some researcher suggested perceived value is much more significant than satisfaction. Scientific literature suggest that customers' value perceptions seem to drive their future behaviour: repurchase intentions and word-of-mouth referrals. The influence of the degree of customer perceived value to interfere with the relationship between customer satisfaction and customer loyalty, documented in scientific literature lays a background for further studies.
2. The research results proved that perceived value moderates the effect of tourists' satisfaction on loyalty. For the Lithuanian rural tourist the higher level of perceived value makes the level of satisfaction less important when achieving latter tourist's loyalty to the rural destination, meaning that perceived value may compensate the perceived disadvantages in the factors that affect tourist satisfaction.
3. Perceived value has higher influence on Lithuanian rural tourists' intentions to recommend in comparison with the influence of satisfaction on the latter variable. Furthermore, satisfaction has higher influence on intentions to revisit in comparison with the influence of perceived value on latter variable. Consequently, taking into consideration the fact that complete tourist loyalty composites of both (behavioural and attitudinal loyalty), it could be stated that both satisfaction and perceived value must be managed adequately.
